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ABSTRACT 
Customer•—oriented selling and its relationship with 
the marketing concept was first defined in this paper. The 
paper then explained the suitability of customer—oriented 
selling in the computer industry. The paper reported the 
results of two surveys done to assess the extent to which 
computer salespeople in Hong Kong engaged in customer-
oriented selling, as compared with the perception of their 
customers. The result was that computer salespeople did 
not act as customer-oriented as they perceived themselves 
to be. The surveys also aimed at exploring some 
determinants of degree of customer-orientation of computer 
salespeople. The surveys reported that local and foreign 
capital based computer firms put a different emphasis on 
the customei:—orientation of their salesforce. It was also 
found that a straight—salary compensation method would be 
more effective in motivating salespeople to be more 
customer•—oriented. Finally the surveys also demonstrated 
the usefulness of the SOCO (Selling Orientation-Customer 
Orientation) scale even when it is translated into another 
language and employed in another social context. 
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PREFACE 
The main objective of this paper is to employ a 
derived instrument to assess the extent to which customer-
oriented selling is practised by computer salespeople in 
Hong Kong, and to explore some of the variables, on both 
the salesman and customer sides, which influence the degree 
to which cutomer•—oriented selling is practised. 
I would like to express my gratitude towards all 
computer sales managers and salespeople, and those EDP 
managers who participated in the surveys by filling in the 
questionnaires. Without their kind cooperation this report 
could have never been completed. Also I would like to 
thank Ms Mabel Look and Ms Kitty Chan for their warm 
support. Last but not the least, Dr. L. Swanson for his 
genuine advices on the report. 





A review of local literature of marketing reveals 
that by far little has been done on assessing the degree to 
which the customer•—orientation approach to selling is 
applied by computer salespeople in Hong Kong. There is 
also a lack of study on the perceptual differences between 
salespeople and their customers^ with regard to the degree 
of practice of the concept. This study is conducted to 
assess the above issues. 
The design of the test instrument employed in this 
research study regarding the measurement of customer-
orientation of salespeople is largely based on the work of 
Saxe and Weitz (1982)2. ^he test instrument was used in a 
number of researches and the results indicated that its 
reliability was high. After a brief review on the computer 
industry, an initial definition of customer—oriented 
^The term customer in this research paper refers to the 
current and potential exchange organizational partners for the 
products offered by another organization. 
^Saxe, Robert and Barton A. Weitz, "The SOCO Scale: A 
Measure of the Customer Orientation of Salespeople," Journal of 
Marketing Research, Vol. XIX (August 1982), pp. 343-slT 
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selling and its relationship with the marketing concept 
will be presented in section II. The survey methodology 
and results will be discussed from Section III onwards. 
The Computer Industry 
A principal component of the information industry, 
the computer industry had experienced explosive growth in 
the late 1970's, and had become intensely competitive in 
the early 1980‘s. The industry is characterized by heavy 
capital spending, accelerating rates of growth in research 
and development, proliferation of new players followed by 
losers, expanding product lines, diversification, and 
increasing international competition. 
The computer industry is classified into three 
interrelated segments. At one end of the spectrum is the 
mainframe segment dominated by the computer giant IBM. 
Other players in this market include Unisys, NCR, Control 
Data, and Tandem. Also, the Japanese are forging ahead 
with computers with more powerful features. 
The second, or the mid-range systems segment of the 
computer industry is the mini computer market, controlled 
mainly by such vendors as Hewlett Packard, Digital 
Equipment, and Wang. However, as the personal computer 
market becomes more and more sophisticated with more 
powerful hardware and software, the market of the mini 
computer is shrinking because of the wider flexibility of 
3 
the personal computer and greater availability of softwares 
for personal computers. 
Finally, the most dynamic, fiercely competitive, and 
the technologically versatile segment of the computer 
industry is the micro or personal computer market. Though 
there are thousands of microcomputer makers, IBM had 
established itself as the clear commander of this segment, 
following by Apple‘s Mcintosh series. 
An examination of installations by Hong Kong 
companies using on-hand informations reveals that the 
mainframe and mini—computer market segments of the industry 
are dominated by such computer giants as IBM, NCR, and 
Sperry, most of which are US based multinational 
corporations. Their Japanese and European counterparts are 
relatively weak in these market segments. The main reason 
is that unlike the personal computer market with an IBM 
industry standard, there is a lack of compatibility among 
mainframe hardwares. Softwares are often tailor—made to 
suit for a particular hardware system. Once a company is 
using the mainframe of a supplier, the cost of replacement 
of a new system supplied by a different vendor will be 
large. It would rather continue to purchase newer models 
of the same supplier. 
The segment with the largest growth potential and 
wildest competition is the personal computer market. The 
growth in use of personal computers in Hong Kong among 
Installations Section, Asian Computer Directory, 1987 
Issue. 
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businesses has been very rapid since early 80's. The 
market is further divided into (1) high priced 
microcomputei: market, dominated by famed manufacturers, 
like IBM, Apple etc. , and (2) medium to low priced 
microcomputer market, dominated by Japanese made IBM 
compatibles, like those by NEC, Epson, Toshiba etc. Also 
included in this category are those legitimate and 
illegitimate clones designed and manufactured by local and 
Taiwanese manufacturers. Because of their lower prices, 
clones capture the largest penetration to the end user 
market. The sales to local end users is mainly 
concentrated on the famous Golden Shopping Centre situated 
in Shamshuipoo area. As their product quality is 
improving, clones are getting into the office market as 
companies and industrial firms begin to use them instead of 
branded computers from major manufacturers/ 
々According to Ms Mabel Look, Assistant Marketing Manager, 




Definition of Customer-Oriented Selling 
An understanding of the relationship between the 
marketing concept and customer•—oriented selling must be 
sought before we discuss our research objectives. 
Customer-oriented selling is built around the 
marketing concept. Whilst the marketing concept pertains 
to the overall philosophy of a firm, according to Saxe and 
Weitz (1982), "customer-oriented selling can be viewed as 
the practice of the marketing concept at the level of the 
individual salesperson and customer.” It "refers to the 
degree to which salespeople practice the marketing concept 
by trying to help their customers make purchase decisions 
that will satisfy customer needs.” Thus, the two concepts 
are closely related. 
Based on this definition a highly customer—oriented 
salesperson should avoid actions which sacrifice customer 
interest to increase the chance of making an immediate 
sale. Opposite to the customer—oriented concept is the 
selling concept, which we will have a more thorough 
discussion in the following section. 
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The concept of customer—oriented selling could be 
traced back to the beginning of this century. Early in 
1925, Strong had already stressed the importance of 
securing customer satisfaction as well as purchase orders 
in personal selling strategies^. From then on researchers 
had proposed similar approaches to selling. Customer-
oriented selling incorporates the need satisfaction and 
problem solving approaches that Gwinner (1968 ) 6 suggested. 
But the close relationship between the marketing concept 
and customer-oriented selling was not explicitly sited 
until Kurtz, Dodge, and Klompmaker (1976): 
In the marketing concept, all parts of an 
organization are oriented toward solving customer 
problems and meeting the needs of the marketplace. 
Sales personnel no longer specialize solely in 
increasing sales volume； rather, the prospect‘s real 
needs become the basis of the marketing 
plan...Companywide acceptance of a customer 
orientation requires the sales force to become 
thoroughly professional in its dealings with 
prospects and customers.^ 
^Strong, E. K. Jr. , "Theories of selling," Journal of 
Applied Psychology, 9 (January 1925), pp. 75-86. 
6Gwinner, R. , "Base Theory in the Formulation of Sales 
Strategies," MSU Business Topics, Autumn 1968, pp. 37-44. 
^Kurtz, D. L., H. R. Dodge, and J. E. Klompmaker, 
Professional Sellincf, 1976, Business Publications Inc. 
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Saxe and Weitz (1982) characterized customer-oriented 
selling as follows: 
1. A desire to help customers make satisfactory 
purchase decisions. 
2. Helping customers assess their needs. 
3. Offering products that will satisfy those needs. 
4. Describing products accurately. 
5. Adapting sales presentations to match customer 
interests. 
6. Avoiding deceptive or manipulative influence 
talents. 
7. Avoiding the use of high pressure. 
The Marketing Concept 
Having explored the close relationship between 
customer-oriented selling and the marketing concept, we 
take a finer look at the latter. There is no agreement 
upon the exact definition of the concept. Since its 
introduction in the 1950s, the marketing concept was 
defined by different researchers in many different ways, 
some of which are shown as follows. 
The marketing concept is based on two fundamental 
notions: First, the consumer is recognized as the 
focal point or pivot for all business activity,* 
second, profit - rather than sales volume - is 
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specified as the criterion for evaluating marketing 
activities. (Barksdale and Darden 1971)® 
The marketing concept..• holds that the key to 
achieving organizational goals consists of.•. 
determining needs and wants of target markets... 
(Kotler 1980)9 
The marketing concept means that an organization aims 
all its efforts at satisfying its customers - at a 
profit. (McCarthy and Perreault 1984) 
The marketing concept.•.is the operational 
implication of the (marketing) philosophy, the 
specific techniques by which one seeks to identify 
and satisfy consumer needs. The concept includes 
what is commonly referred to as the marketing mix.•• 
(McGee and Spiro 1988) ^  
®Darksdale, Hiram C. , Bill Darden, "Marketers‘ Attitudes 
Toward the Marketing Concept,” Journal of Marketinq, Vol. 35, 
October 1971, pp. 29-36. 
^Kotler, P., Marketing Management: Analysis, Planning and 
Control, 4th ed. Englewood Cliffs, NJ: Prentice Hall Inc., pp. 
22 . 
^°McCarthy, E. Jerome and William D. Perreault, Jr., Basic 
Marketing, 8th ed., Homewood, IL: Irwin, 1984, pp. 35. 
iiMcGee, Lynn W. and Rosann L. Spiro, "The Marketing Concept 
in Perspective," Business Horizons, Vol. 31, Iss 3, May/Jun 1988, 
pp. 40-45. 
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But the above definitions tend to put too much 
emphasis on the side of the customer and fail to 
incorporate the constraints that organizations face when 
adopting such philosophy. Examples of constraints are: 
limited financial resources, human resources, and 
government regulations. Among the literature on the 
concept, Houston (1986) provided a more concise and 
comprehensive explanation of what the marketing concept is: 
The marketing concept is a managerial prescription 
relating to the attainment of an entity's goals... 
The marketing concept states that an entity achieves 
its own exchange determined goals most efficiently 
through a thorough understanding of potential 
exchange partners and their needs and wants, through 
a thorough understanding of the costs associated with 
satisfying those needs and wants, and then designing, 
producing, and offering products in light of this 
understanding. 12 
In essence, the marketing concept is a. business 
philosophy adopted by an oirganization in such a way that 
all members concentrate their efforts on satisfying 
customers, that management emphasizes marketing strategy 
planning (which is related with the marketing mix), and 
i^Houston, Franklin S., "The Marketing Concept: What It Is 
and What It Is Not," Journal of Marketing, Vol. 50 (April 1986), 
pp. 81-87. 
10 
that at the same time the company recognizes its 
constraints and thus strives to reap its profits on 
selectively meeting customer needs. 
Alternative philosophies to the marketing concept are 
the production and sales concepts. Whilst the marketing 
concept guides the firm to design its marketing mix only 
after the needs and wants of customers have been 
considered, the sales and the production concepts "describe 
the organization that makes an offering available without 
having tailored it as a result of this information. 
The organization adopting the sales concept 
aggressively promotes already established products to 
customers, and whatever the organization does is' to pass 
the goods from its hands to the customers, whilst the 
production concept emphasizes efficiency in production and 
is passive with regard to marketing. 
During the past 20 years, much research was done to 
measure the extent to which the marketing concept was 
actually applied by different businesses. The results 
showed that the adoption of the concept was far from 
universal (Kotler 1980, McNamara 1972 .广， a n d that large 
and medium firms tended to have adopted the marketing 
concept more than smaller firms did (Hise 1965) . ^^ 
i3ibid. 
"McNamara, Carlton P., "The Present Status of the Marketing 
Concept," Journal of Marketing. Jan 1972, pp. 50-57. 
iSjiise, Richard T. , "Have Manufacturing Firms Adopted the 
Marketing Concept?" Journal of Marketinq, July 1965, pp. 9-12. 
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This large variation leads us to a conclusion of the 
review of the concept by stating the argument made by 
Houston (1986) that "...under some circumstances, the 
production concept or the sales concept would be a more 
appropriate management philosophy for the organization than 
the marketing concept," and that the role of the buyers 
could also have a significant impact in determining which 
orientation is more appropriate• 
Thus, a firm adopting marketing concept does not 
necessarily enjoy successes under any circumstances. More 
important factors to be considered are the nature of the 
products being sold, the resources of the organization, and 
the philosophy of its customers. 
Customer Oriented Selling 
and Computer Marketing 
Having introduced the marketing concept, in this 
section we will explore the relationship between the 
concept and the marketing of computers. 
We have noted that the adoption of philosophies 
mentioned above should be contingent upon a number of 
factors. A similai: argument applies to the selling 
approaches: we do not expect the concept of customer-
oriented selling applicable to every sales situation. In 
fact, it is a costly and timely approach compared with 
other approaches, for example, the stimulus-response and 
AIDA approaches. It would be incorrect to assume that the 
12 
concept should be universally applicable to all selling 
situations. Instead, it is generally agreed among 
researchers that the concept is more applicable to 
industrial selling. 
According to Saxe and Weitz (1982) , a customer-
oriented approach to selling would be most beneficial when: 
1. The salesperson can offer a range of alternatives 
and has the expertise to assist customers. 
2. Customers are engaged in complex buying tasks. 
3. A cooperative relationship exists between the 
salesperson and customers. 
4. Referrals and repeat sales are an important 
source of business. 
In light of the above criteria, customei:—oriented 
approach should be adopted in computer selling. First, the 
computer salesman can offer a range of alternative 
configurations of a computer system to his or her 
customers. With regard to expertise, most, if not all, 
companies require salespeople to have a minimum standard 
of computer knowledge. 
Next, a computer purchase constitutes a complex 
buying task. The sheer magnitude and complexity of the 
buying process requires that a cooperative relationship 
exist between the salesperson and the customer. 
Finally, referrals and repeat sales should be an 
important source of business for all computer firms. One 
16 Futrell, Charles, Fundamentals of Selling. 2nd Ed. , 1988, 
p.224-225. 
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of the most important information sources used by customers 
to select computer firms are companies and individuals who 
had previously installed similar computer systems. 
It has been stated that in high—technology 
industries, such as computers, "technological superiority 
alone no longer guarantees success - good devices do not 
sell themselves... Increasingly, marketing will be the 
chief determinant of who succeeds and who fails. In the 
computer business and related fields it is common to find 
companies spending more than 20 percent of revenues on 
direct sales, service, and postsale support. 
Based on the above observations, it is apparent that 
the customer-oriented approach to selling high—tech 
products should yield higher successes. On the customer‘s 
side we would also expect a more marketing oriented 
approach to buying these products. 
i^Davidow, William, "High-technology marketing,” Marketing 




There is a lack of literature on the customer-
orientation of Hong Kong computer salespeople. The 
computer industry is representative of those industrial 
selling situations that fulfils completely the conditions 
under which customer—oriented selling is most effective. 
It is also one of the most competitive and dynamic 
industries in both Hong Kong and the world that to a large 
extent product sales depends upon personal selling. 
The primary objective of the study is to measure the 
extent to which computer salesmen in Hong Kong rate 
themselves as customer-oriented, as well as the degree to 
which organizational customers rate salespeople as being 
customer-oriented. By comparing the results of the two, we 
can have an objective picture with regard to the marketing 
orientation of local computer salespeople. 
The above research objective follows from the 
assumptions that (1) customer-oriented selling is more 
appropriate in computer selling and should increase sales 
volume and improve customer-salesman relationships in the 
long run, and (2) customers prefer a salesman who adopts 
such an approach to selling. 
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In addition to the above objective, this study is 
also done to investigate some of the salespeople-related 
and customer-related variables which determine their 
perception on the level of customer orientation 
demonstrated by computer salespeople respectively. It is 
expected that by recognizing the importance of some of the 
variables which influence their perceptions, computer 






The research was of descriptive type because it 
involved finding out how customer•—oriented were the 
computer salespeople by describing their attitudes. The 
causal design was not employed after consideration of the 
difficulty in administering an experiinentiB, given limited 
resources and personnel. 
To fulfil the research objective, the research was 
designed to include two sample surveys. One was on 
computer salespeople and another on customers using 
computers. By measuring the customers‘ perceptions on the 
customer-orientation of salespeople and comapring the 
results with those of the self—perceptions of the 
salespeople, we can obtain a more objective picture on the 
issue, rather than measuring the perceptions of the 
salespeople alone. 
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The most appropriate causal design is to have attitudes 
of salespeople measured, and then classifying the respondents 
into two major groups where one represents more customer 
oriented, whilst the other more sales oriented, and then measure 
their respective sales performance over a certain period of time. 
But the greatest difficulty is to obtain sales figures of these 
salespeople, without which it is almost impossible to carry out 
the research. 
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The sampling units of the surveys are defined as 
follows: 
1. Computer Salesman - an employee of a company, 
acting on behalf of his or her company, mainly 
engages in selling computers (and/or related 
products) of his or her company to organizational 
users. (Those whose customers and prospects are 
wholesalers, retailers, and individual customers 
are excluded from the survey.) 
2• Computer Customer 一 an employee or owner of a 
company, who acts on behalf of his or her 
company, has substantial influence over the 
buying decision on computer and related products, 
and with whom computer salespeople try to discuss 
the company‘s needs. 
Test Instrument 
The test instruments employed in this study were 
designed to examine the degree of customer•—oriented selling 
of computer salesmen perceived by themselves and by their 
customers respectively. Two questionnaires were thus 
developed based on the 24-itein SOCO (Selling Orientation-
Customer Orientation) scale proposed by Saxe and Weitz 
(1982) • The SOCO scale was validated by Saxe and Weitz 
(1982) and was further modified and validated in the study 
of real estate brokers conducted by Dunlap, Dotson, and 
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Chambers (1988)19. Both studies reported that the scale 
was of high internal consistency (with coefficient alphas 
of 0.83 and 0.91 respectively) and test—retest reliability. 
For the questionnaire on customers, it was necessary 
to slightly alter the wording of the scales items. Each 
questionnaire contained SOCO scale items, demographic 
questions and other related questions (see the following 
table). 
Table I 
VARIABLES EMPLOYED IN THE STUDY 
Variables 
Salesmen Customers 
1. Sex 1. Nature of business 
2. Selling experience 2. Type of computer using 
3. Method of compensation 3. Size of company 
4. Formal sales training 
5. Base of company 
The questionnaire (see Appendix 1) was pretested in 
5 interviews with selected computer salesmen. They 
reflected that (1) the questionnaire should be in Chinese 
for better understanding; and (2) it should be shortened, 
because most salesmen were busy and it was quite 
frustrating for them to fill in the original version of 
questionnaire. 
i9Dunlap, B. J., Michael J. Dotson, Terry M. Chambers, 
"Perceptions of Real-estate Brokers and Buyers: A Sales-
Orientation, Customer—Orientation Approach, •• Journal of Business 
Research, Vol 17., Iss. 2, Sep 1988, pp. 175-187• 
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These ideas were supported by Kirpalani (1985), who 
pointed out that research instiruments have to be altered to 
some extent from nation to nation. He even stated further 
that "it is reported that they (long questionnaires) do not 
work in Hong Kong where everyone seems to rush breathlessly 
20 
about.""" Thus three important adjustments were made to the 
questionnaires: 
1. A More Concise SOCO Scale 
Only 12 scale items of the SOCO scale were 
included instead of 24 items. Items with similar 
meanings with the remaining ones are deleted. 
2. Reduction in Number of Points in the Scale 
A 5-point scale (where 5 = Always, and 1 = Never) 
was utilized instead of the original 7-point 
scale. 
3. Questionnaire in Chinese 
The questionnaires were translated into Chinese, 
in which it is easier to comprehend for most 
salespeople in Hong Kong. 
The modified questionnaires are shown in Appendix 2 
and 3. The same modifications were made to the customer 
questionnaire, since the scales used in both 
questionnaires, though different in wordings, had to be 
parallel for comparison. 
20Kirpalani, V. H. , International Marketinq, Random House 
Inc., 1985, pp. 262. 
番 浓 中 文 大 舉 • 圓 肯 你 战 
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Sampling and Data Collection 
This section describes the sampling and data 
collection methods with regard to the two surveys. In the 
customer survey, the sampling method used was simple random 
sampling, whilst the cluster sampling method was employed 
in the salespeople survey. 
Customer Sample and Data Collection 
Listings of companies which had their computers 
installed were obtained from The Asian Computer Directory^i • 
A table of random numbers was used to generate the sample 
frame for this study from the customer lists. The Asian 
Computer Directory was considered a reliable source of 
locating computer customers because it provided a detailed 
listing of the names of firms of a variety of business 
natures and sizes with their computer installed. It 
excluded those firms without computers which were therefore 
not the object of the survey. A sample of the list is 
shown in Appendix 4. 
The next step was to phone to the company to obtain 
the name of the person who was in charge of buying 
21 • , 
Prior to this, the sampling frame used was the yellow page 
telephone directory. Companies were randomly selected in the 
telephone directory in the following categories: (1) Trading, 
Import/Export, (2) Manufacturing and (3) Wholesaling. But the 
results were not satisfactory as many of the firms selected did 
not have computers. 
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computers. This was done to ensure that the respondent was 
the right person who could be reprsentative of expressing 
the attitudes of their companies towards computer 
salespeople. After that a questionnaire was mailed to the 
responsible person of each selected organization. 
A total of 112 questionnaires were sent, among which 
4 7 were returned, which resulted in a 42.0 percent response 
rate. 
Salesmen Sample and Data Collection 
The sampling frame used in this survey was the 
"Computers" section of the yellow page directory, which 
provided a good list of computer companies of different 
sizes and backgrounds. A table of random numbers was 
employed to generate the contact list. Sales managers of 
selected computer companies were first contacted by phone 
to be informed of the survey. This was done to (1) qualify 
the companies,- and (2) increase the response rate by 
obtaining the sales manager‘s consent to participate. 
Upon their agreement to participate, questionnaires 
would be sent to them. The sales managers would be 
responsible for distributing the questionnaires to their 
salespeople. No more than 5 questionnaires were sent to 
each selected computer company to prevent possible bias on 
the results due to the excessive weights resulted from the 
responses of the salespeople of a particular company. 
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A total of 292 questionnaires were sent to 87 
computer firms. 82 of these questionnaires were returned 
from 28 of these firms, which resulted in a response rate 
of 28.1 percent. 
The differences in the response rates between the two 
groups of respondents (42.0 percent for the customer group 
versus 28.1 percent for the salespeople group) indicated 
that the salespeople were more reluctant to participate 
than the customers, owing to the difficulty faced by the 
sales managers in distributing and collecting 
questionnaires to their salespeople. 
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CHAPTER V 
ANALYSIS AND DISCUSSION 
OF RESULTS 
To facilitate the analysis of the questionnaires, 
each set of them was coded according to the formats 
presented in Appendixes 5 and 6. Various statistical tests 
on the collected data were subsequently performed using the 
SPSS/PC+ statistical package on an IBM PC AT compatible 
computer. Printouts of these tests are summarized in 
Appendixes 8 and 9. 
Reliability of Testing Instrument 
Before any data analysis is begun, the reliability of 
the questionnaire must first be checked. To check the 
reliability of the modified SOCO item scale utilized in the 
survey, we employed the method of determining internal 
consistency of reliability suggested by Peter (1979), using 
the coefficient alpha as indicator,22 The coefficient alpha 
obtained was 0.70, indicating a moderately high level of 
Peter, J. Paul, "Reliability: A Review of Psychometric 
Basics and Recent Marketing Practices," Journal of Marketing 
Research, Vol XVI, Feb 1979, pp. 6-17. 
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reliability, compared with 0.83 reported by Saxe and Weitz 
(1982) • Details with regard to the computation of the 
coefficient alpha is presented in Appendix 7. The 
reduction of reliability of the testing instrument was 
possibly due to two reasons. 
One was that the number of items in the scale was 
reduced by a half, and the second reason was that the scale 
items was translated into Chinese, in which meanings of 
some words and phrases could never be exactly the same as 
the original one. Nevertheless, a coefficient alpha of 
0.70 indicated that the scale was quite reliable. 
SOCO Scores - Salespeople vs Customers 
Of the returned questionnaires on salespeople and 
customers, 78 and 42 were usable, respectively. 
Questionnaires were discarded because of too many missing 
items. Since the percentage of the returned questionnaires 
with missing item was considerably low, they were simply 
discarded and no special method was employed to treat the 
missing items. 
In computing the SOCO scores for each respondent, it 
was necessary to reverse the scores for the negatively 
stated items. Thus a score of "5" in a negatively stated 
item would be calculated as "1" and so on. The maximum 
possible score for each respondent in each group was 120. 
Therefore, a high score would represent a high degree of 
25 
customer orientation. The mean scores for the two groups 
of respondents are tabulated as follows: 
Table II 
SOCO MEAN SCORES FOR SALESPEOPLE AND CUSTOMERS 
Number Mean SOCO Standard Standard 
of Cases Scores Deviation Error 
Salesmen 78 44.4615 5.327 .603 
Customers 42 35.6905 5.154 .795 
A t-test was performed on the SPSS package to 
determine if there was any statistically significant 
difference in the scores between the salespeople and 
customers. The first step was to determine whether the 
variances between the two groups were equal by performing 
a F-test. A F value of 1.07 (p = < 0.831) was reported, 
which indicated that the variance between the two scores 
was equal and therefore we should employ the separate 
variance estimate for our t-test. 
As shown in Appendix 8.6, the SPSS package had 
calculated both the pooled and separate variance estimates. 
The t value for the separate variance estimate was found to 
be 8.79 (p = < 0.0005) (See Appendix 8.6). Thus, there was 
a significant difference between the customer and salesman 
groups concerning the degree to which each group rated 
computer salespeople as being customer oriented. 
Specifically, the salespeople perceived themselves to be 
more customer oriented when their results were compared 
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with the results of selected customers. Such difference 
was found to be statistically significant. 
Interpretations 
In the extreme case if the perceptions of the 
salespeople and the customers were equal, the mean ratings 
of the salespeople and the customer group would be so close 
that would be no statistical difference existed between the 
two scores. But here the difference reported by the 
surveys indicated that the self—ratings of the salespeople 
were not objective enough. 
The implications are: (1) Salespeople are ‘ not as 
customer-oriented as they perceive themselves to be; (2) In 
their selling processes, they incorporate a certain degree 
of sales-concept or production-concept rather than the 
marketing concept； and (3) this leads us to conclude that 
even in a high technology industry such as the computers, 
in Hong Kong the marketing concept is still not employed by 
salespeople to a satisfactory extent. 
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Salespeople Variables 
The analysis then focuses on variables of salespeople 
to determine if there were any significant relationships 
existed among them. 
Training by Company Base 
Of the salespeople responded, 53.8 percent reported 
that they did not have any formal sales training before 
(See Appendix 8.ID). Salespeople was categorized by 
whether they had been formally trained and the results were 
cross-tabulated against the base of the company by which 
the salespeople were hired (See Appendix 8.2A). Bases of 
the computer companies were categorized into: US, UK, 
Japan, HK, and Others.^^ In the case where a company is a 
joint venture from two or more countries, it is put under 
the "Others" category. 
A Chi-Square test was performed to determine whether 
there was any significant difference in training received 
by the salespeople due to different company base. The 
result is presented in the following table. The Chi—Square 
value was 25.63 (p = < 0.0005), indicating that the 
difference among groups was significant. 
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The base of company here means the country from which the 
source of capital of the company comes. 
28 
Table III 
TRAINING RECEIVED BY SALESPEOPLE AND COMPANY BASE 
Count 
I 1 
Row Pet HK US UK JAPAN OTHERS 
Col Pet Row 
Tot Pet 1 2 3 4 5 Total 
0 30 3 1 2 5 42 
NOT TRAINED 71.4 7.1 2.4 7.1 11.9 53,8 
78.9 27.3 7.1 42.9 62.5 
38.5 3.8 1.3 3.8 6.4 
1 8 8 13 4 3 36 
TRAINED 22.2 24.2 36.1 11.1 8.3 46.2 
21.1 72.7 92.9 57.1 37.5 
10.3 10.3 16.7 5.1 3.8 
I 1 I 
Column 38 11 14 6 8 78 
Total 48.7 14.1 17.9 9.0 10.3 100.0 
The table shows that only 21.1 percent of the 
salespeople hired by Hong Kong based computer firms had 
received formal sales training, comparing with 92.9 percent 
and 72.7 percent of their counterparts hired by US and UK 
companies, respectively. Such differences are tested to be 
significant. 
The training variable was then cross-tabulated 
against company base which was consolidated into two 
categories: local and foreign (See Appendix 8.2C). The 
latter included all companies based in foreign countries 
outside Hong Kong. The Chi-Square test indicated 
significant difference in training received by salespeople 
due to company bases (Chi-Square value = 16.87, p = < 
0.00005)• Specifically, more salespeople hired by foreign 
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based companies significantly received formal sales 
training than those employed by local computer companies. 
Interpretations 
From the above analysis, two conclusions drawn from 
the above are: (1) Hong Kong based computer firms do not 
provide as much formal sales training to their salespeople 
as their foreign counterparts； this means that formal sales 
training is perceived to be less significant by local firms 
than their foreign counterparts when hiring their 
salepeople； and (2) foreign based computer firms place more 
emphasis on formal sales training, either by providing 
sales training to their salespeople or hiring trained 
salesmen. 
Method of Compensation by Company Base 
Of the salespeople who responded, 70.5 percent 
reported that their salary consisted of both salary and 
commission, whilst the remaining 29.5 percent were paid by 
straight salary only (See Appendix 8.IB). Method of 
compensation was cross-tabulated against company base, and 
a Chi-Square test was performed to test whether there were 
any significant differences in method of compensation due 
to different company bases (See Appendix 8.2B). 
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Reported Chi-Square was 16.68 (p = < 0.0022), 
indicating that there was difference in method of 
compensation due to company bases. However, when the 
method of compensation was cross-tabulated against company 
base being categorized into local and foreign, with the 
number of salespeople as the dependent variable (See 
Appendix 8.2D), the results did not show any significant 
differences (X^ = 0.021, p = < 0.8835). Therefore the 
conclusion is that the method of compensation of the 
salespeople was not significantly affected by company base. 
No group of companies from any country did prefer a 
straight salary or a mixed salary and commission 
compensation method. 
SOCO Scores and Salespeople Variables 
Our major interest here is to determine whether the 
differences in SOCO scores among salespeople were due to 
salespeople variables: method of compensation, company to 
which salespeople belong, training received by salespeople, 
and years of selling experience. Statistical tests were 
performed using the SOCO score as the dependent variable, 
and the above mentioned variables as independent variables. 
SOCO Scores and Company Base 
The mean SOCO scores were tabulated against the 
company base to which the salespeople belonged: 
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Table IV 
SOCO SCORES BY COMPANY BASE 
Company Base Mean Std Dev Sum of Sq Cases 
1 HK 44.1842 4.7866 847.7105 38 
2 US 47.0000 3.4351 118.0000 11 
3 UK 42.3571 5.1829 349.2143 14 
4 JAPAN 48.8571 6,1489 226.8571 7 
5 OTHERS 42.1250 6.8544 328.8750 8 
Within Groups Total 44.4615 5.0622 1870.6570 78 
The one-way ANOVA test was appropriate in determining 
the probability that the observed differences of the mean 
SOCO scores of different companies was the result of 
sampling variation, using the SOCO score as the dependent 
measure. The one-way ANOVA test reported a F value of 
3.07, indicating that there was a 0.021 probability that 
the differences in mean scores are due to sampling 
differences (See Appendix 8.3A). With a confidence level 
of a = .050, we can conclude that the differences in mean 
scores of salespeople of different company bases were 
statistically significant. 
Interpretations 
Salespeople from Japanese and US computer firms 
reported the highest SOCO scores (48.86 and 47.00 
respectively) compared to other respondents, indicating 
that they thought they were more aware of customer needs 
than their counterparts. Thus US and Japanese computer 
32 
firms seemed to put more emphasis on reminding their 
salespeople of customer satisfaction than others. 
Salespeople of computer companies based in the "other 
countries" category gave the lowest SOCO mean scores. 
These companies were based in Singapore and Taiwan. SOCO 
mean scores responded by salespeople employed by local 
computer firms were very close to the total mean. 
SOCO Scores and Method of Compensation 
We want to determine whether or not SOCO mean scores 
of salespeople with compensation solely based on salary are 
significantly different from those with commission as part 
of their compensation. The results are tabulated as 
follows: 
Table V 
SOCO Scores by Method of Compensation 
Method of 
Compensation Mean Std Dev Sum of Sq Cases 
STRAIGHT SALARY 47.0000 4.6319 472.0000 23 
COMMISSION & SALARY 43.4000 5.2761 1503.2000 55 
Within Groups Total 44.4615 5.0980 1975.2000 78 
Again, one-way ANOVA testing was performed across the 
two categories of compensation methods (See Appendix 8.3C). 
The one-way ANOVA test reported a F value of 8.09 (p = < 
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0.0054), indicating that there was a 0.0057 probability 
that the differences in mean scores were due to sampling 
differences. We therefore confidently conclude that the 
differences in mean scores by salespeople were actually due 
to different methods of compensation. 
Interpretations 
An iinpoirtant conclusion drawn from the above is that 
a computer salesperson who was paid by straight salary was 
more customer-oriented than one who was paid on a 
combination of salary and commission basis, or on straight 
commission basis. This was opposite to the view asserted 
by Moynahan (1986)24 that a commission basis has a direct 
motivational effect on salespersons to please customers. 
However, the results supported the arguments made by 
Churchill, Ford, and Walker (1987), that "the primary 
advantage of a straight salary plan is that management can 
require salespeople to spend their* time on activities that 
may not result in immediate sales," and that straight 
salary is common in industries where a great deal of 
engineering and design services are required as part of the 
selling function. These conditions tend to favor the 
24Moynahan, John K. , "Straight Salary Has Many Angles," 
Sales and Marketing Management, 136 (March 10, 1986), pp. 76-78. 
25chu2:chill, Gilbert A. , Jr. , Neil M. Ford, Orville C. 
Walker, Jr., Sales Force Management, Richard D. Irwin Inc., 1987, 
2nd ed., pp. 464. 
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employment of the straight salary compensation plans in the 
computer industry. 
The results indicated that salespeople paid by 
commission would pay more attention on urging customers to 
buy and would be less concerned with customer needs. 
Specifically, to a computer firm in Hong Kong which desires 
to have their salespeople more customer-oriented, paying 
straight salary to the salesmen commensurate with other 
benefits may be even more effective than paying on 
commission basis. Additional research relative to this 
area is therefore necessary. 
SOCO Scores and Sales Training 
A one-way ANOVA test was performed across categories 
of salespeople with regard to whether they were formally 
trained. The results are shown in Table VI. Trained 
salespeople reported a mean SOCO score of 44.86, whilst 
those who had no formal sales training reported a score of 
44.11. 
The one-way ANOVA test reported a F value of 0.37 (p 
= < 0.5432), indicating that there was a 0.54 probability 
that the differences in mean scores were due to sampling 
differences (See Appendix 8.3D). We conclude that there 
were no significant differences in SOCO mean scores by-
salespeople who were formally trained on selling and those 
who were not. 
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Table VI 
SOCO MEAN SOCRES BY TRAINING 
Training Mean Std Dev Sum of Sq Cases 
NOT TRAINED 44.1190 5.3883 1190.4048 42 
TRAINED 44.8611 5.3031 984.3056 36 
Within Groups Total 44.4615 5.3493 2174.7103 78 
Interpretations 
The implications were three-folded: (1) emphasis of 
customei:—orientation was insufficient in training of 
computer salespeople； (2) salespeople might sell in the way 
that was not as customer-oriented as they had been told 
during their sales training(3) there might be growing 
awareness of the concept of customer-oriented selling among 
computer salespeople； and (4) if one of the objectives of 
computer sales training was to increase the level customer— 
orientation of salespeople, certainly this objective had 
not been met. In this regard, computer companies have to 
review the effectiveness of their training and development 
programs for their salespeople. 
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SOCO Scores and Years of Selling Experience 
A correlation test was performed to determine whether 
or not SOCO scores were related to the selling experience 
of the salesmen. A correlation coefficient of 0.069 was 
reported, indicating that selling experience had no, if 
any, direct effect in influencing SOCO scores. In other 
words, we should not expect a salesperson with more 
experience in the computer industry to be more customer-
oriented than a novel one. 
The important implication is that if computer firms 
want to increase the level of customer-orientation of their 
salespeople, they should not focus on those newcomers only. 
A continuous effort made by the company to remind older 
salespeople of the customer—oirientation concept should be 
more effective. 
SOCO Scores and Customer Variables 
Our intention here is to find out whether the 
difference in SOCO scores among customers was due to the 
following variables: type of computer using (whether PC, 
mini, or mainframe), company size, and business nature. 
Statistical tests were performed using the SOCO score as 
the dependent variable, and the above mentioned variables 
as independent variables. 
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SOCO Scores and Type of Computer Using 
We classified computers into: (1) micro or personal 
computers, or simply PC, (2) mini computers, and (3) 
mainframe computers. This was also the way of 
classification that most respondents understood. 
It is possible for a particular responding company to 
use any of the following combinations of computers: 
Type of Computers Using 
PC Mini Mainframe 
1. Yes No No 
2. No Yes No 
3. No No Yes 
4. Yes Yes No 
5. Yes No Yes 
6. No Yes Yes 
7. Yes Yes Yes 
A one-way ANOVA test was performed across categories 
of computers the customer companies were using (See 
Appendix 9.2B). The results are tabulated in Table VII. 
The one-way ANOVA test reported a F value of 6.12 (p 
= < 0.0004), indicating that there were differences among 
SOCO scores across different computer customers. 
Interestingly, customers of mini computers (group 2) 
reported the lowest SOCO score, meaning that perception of 
customer orientation of salespeople by customers was the 
lowest among mini computer customers. PC (group 1) 
customers also reported a lower mean SOCO score than 
others. Moreover, it is obvious that mainframe customers 
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rated salespeople as more customer-oriented, given the high 
mean scores for groups 4, 5, and 6. 
Table VII 
SOCO MEAN SOCRES BY TYPE OF COMPUTERS 
Type of Computers Mean Std Dev Sum of Sq Cases 
Using 
1 PC 35.6667 3.4728 132.6667 12 
2 MINI* 28.0000 4.1952 88.0000 6 
3 PC & MINI 35.9231 4.6808 262.9231 13 
4 MAIN" 40.0000 .0000 .0000 1 
5 PC & MAIN 40.0000 2.7386 30.0000 5 
6 ALL" ' 39.0000 4.8305 70.0000 4 
Within Groups Total 35.5854 4.0834 583.5897 41 
Note: 
* MINI == Mini computer 
…MAIN = Mainframe computer 
ALL = All three types of computer 
A Scheffe test was further performed to find out 
which pairs of groups were significantly different in terms 
of SOCO mean scores (See Appendix 9.3). At a confidence 
level of a = .90, the Scheffe test reported the following 
pairs of groups which had significant differences in SOCO 
mean scores: (1) Groups 1 and 2, (2) Groups 2 and 3, (3) 
Groups 2 and 5, (4) Groups 2 and 6. Again, the result 
reinforces that mini computer customers rated salespeople 
as least customer—oriented. This may imply that companies 
selling mini computers were losing competitive edge to 
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their mainframe and PC counterparts on providing the kind 
of customer•—oriented service to their customers. 
Given such important finding, further research is 
called for to determine the reasons for such differences in 
ratings of customei:—orientation by customers of different 
types of computers. 
SOCO Score and Nature of Business 
We want to determine whether the nature of business 
of customers have any significant impact on accounting for 
differences in SOCO mean scores. The results of scores 
tabulated across different categories of business are 
listed as follows: 
Table VIII 
CUSTOMER SOCO MEAN SOCRES BY NATURE OF BUSINESS 
Nature of Business Mean Std Dev Sum of Sq Gases 
1 MANUFACTURING 36.6250 5.6553 223.8750 8 
2 FINANCE & BANKING 37.6000 1.6733 11.2000 5 
3 SERVICE 37.2143 4.7907 298.3571 14 
4 WHOLESALE/RETAIL 32.8750 5.5662 216.8750 8 
5 PROFESSIONAL 32.3333 5.5737 155.3333 6 
Within Groups Total 35.5854 5.0156 905.6405 41 
One-way ANOVA test reported a F value of 1.87 (p = < 
0.13) (See Appendix 9. 2A) , indicating that there was no 
significant difference in SOCO means scores across 
40 
different business nature of the organizational customers, 
though customers in the finance and banking category 




The close relationship between customer-oriented 
selling and the marketing concept was identified in the 
very first section of this paper. Customer-oriented 
selling was identified to be more appropriate for the 
selling of computers as opposed to other selling 
approaches. Based on the above arguments two independent 
surveys (one on computer salespeople and the other on 
computer customers) were conducted to assess the degree to 
which customer•—oriented selling was practised by computer 
salespeople in Hong Kong. 
Empirically, this study suggests that customers of 
computers did not perceive computer salespeople to be as 
customer oriented as they (salespeople) perceived 
themselves to be. Salespeople did score themselves as 
being more customer-oriented. This suggests that a self-
scored customer orientation did not exclude the existing 
hard-sell perspective on the part of salespeople. 
Therefore they appeared to be more sales rather than 
marketing oriented. 
This study also attempts to identify some of the 
important factors that relate to the level of customer-
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orientation demonstrated by the computer salespeople. The 
two factors identified are: the company base and method of 
compensation. Nevertheless, the above is far less than 
exclusive, and additional research is suggested to be done 
to determine a more detailed list. 
The survey results indicated that different bases of 
company by which salespeople were employed account for 
differences in levels of customer orientation. This 
reflects that salespeople employed by companies of 
different bases have different attitudes towards customer-
orientation. 
It was also found that salespeople who were paid on 
a straight salary basis did rate themselves higher than 
those who were paid by a combination of salary and 
commission• Future research is needed to assess the 
importance of compensation policies in relation to the 
customer orientation of salespeople. 
With regard to customers, this study found that 
customers of different types of computers had significant 
differences in the ratings of salespeople. In particular, 
mini computer customers reported that they were least 
satisfied with the salespeople in helping them to fulfil 
their needs. But mainframe users reported the highest 
scores. This indicates that salespeople from computer 
companies who sell mainframes are perceived by their 
customers to be more customer-oriented than those selling 
minis. However, more research is needed to be done to 
determine the reasons causing such differences. 
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The results of these surveys also provide important 
implications to a computer firm in Hong Kong. This study 
reveals that the effectiveness of sales training to 
salespeople in educating them to be more customer*—oriented 
is quite low. It is suggested that in training computer 
salespeople, more emphasis should be placed on the 
importance of the marketing concept and customer-oriented 
selling. Also, it is suggested that computer companies 
should review their method of compensation to salespeople, 
if they want their salespeople to be more customer-
oriented. The conclusion was drawn from the observation 
that salespeople who were paid on a straight salary 
compensation plan was more customer-oriented than a 
salespeople who received commission. 
Finally, this study also demonstrates the usefulness 
of the SOCO scale in the measurement of the customer 
orientation of salespeople. Even the scale was translated 
into another language and applied in a different social 
context, the reliability of the scale was kept to a 
satisfactory level. Another issue related to the scale is 
that the value of the measure is improved when customer 
perceptions are also taken into account, as it is suggested 
that customer-orientation perceptions between salespeople 
and customers may be significantly different. 
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APPENDIX 1： 
QUESTIONNAIRE BEFORE PRETEST 
riie Cliiiiese University of Hon^ Kony 
2 Year MBA Pro^i amines 
Business Risearcli Project 
Survey on Comniiter Salespeople of lloiii^ Koiii; 
We 
are doing a rcscarch on altitudes of computer salespeople in Hong Kong. In order to meet our ohjcctivc 
your kind cooperat ion in filling i n � h e following is much apprccialcd! All collecicd inforinalion would [)c for 
academic research purpose only and be Ircatcd in strict confidence. 
Part A 
The sta tements below describe various ways a computer salesman might act with customers (the word "cusiomcr" 
here means both cuslomers and prospects.) For each statement please indicate the proportion of customers do 
you act with them as described in the stalemeru. Do this by circling one of the numbers from 1 to 7. The 
meanings of the numbers are: 
1-NEVER 
2-ALMOST NONE 
3-LESS THAN A HALF 
4-ABOUT HALF 





I ask customers a lot of questions. 1 2 3 4 5 6 7 
if you circled 6 above, you would indicate that you ask a large number ol" your customers a lo： of questions. 
" / NEVER ALWAYS 
1. I offer my company's product that is best suited to the customer's needs. 1 2 3 4 5 6 7 
2. I try to influence a customer by information rather than by pressure. 1 2 3 4 5 6 7 
3. I try to find out what kind of product would be most helpful to a customer. 1 2 3 4 5 6 7 
4. I try to bring a customer with a problem together with a product that helps 1 2 3 4 5 6 7 
him solve that problem. 
5. If I am not sure a product is right for a customer, I will still apply pressure 1 2 3 4 5 6 7 
to get him to buy. � 
6. I try to get customers to discuss their needs with me. 1 2 3 4 5 6 7 
7. A good salesperson has to have the customer's best interest in mind. 1 2 3 4 5 6 7 
8. I try to sell as much as I can to fulfill my target rather than to satisfy a 1 2 3 4 5 6 7 
customer. 
9. I try to look for weaknesses in a customer's personality so I can u s e � h e m 1 2 3 4 5 6 7 
to put pressure on him lo buy. 
10. I try to help customers achieve their goals. 1 2 3 4 5 6 7 
i 
11. I try lo give customers an accuratc cx[)cctalion of what ihc product will do 1 2 3 4 5 (> 7 
tor I hem. 
12. 1 dccidc what prculucts lo offer on the basis of wluil 1 can convincc 1 2 3 4 5 0 7 
customers to buy, not o n � h e basis ot what will satisly ihcm in the long run. 
13. I exaggerate the performance of my products, to make ihcm sound as 1 2 3 4 5 6 7 
good as possible. 
14. 1 imply to a customer that something is beyond my control even when it 1 2 3 4 5 6 7 
is not. 
15. I am willing to disagree wiih a customer in order to help him make a 1 2 3 4 5 6 7 
better decision. 
16. I try to achieve my goals by satisfying customers. 1 2 3 4 5 6 7 
17. I answer a customer's questions aboui products as correctly as I can. 1 2 3 4 5 6 7 
18. It is necessary to bend the truth in describing a product to a customer. 1 2 3 4 5 6 7 
19. I treat a customer as an enemy. 1 2 3 4 5 6 7 
20. I try to figure out what a customer's needs are. 1 2 3 4 5 6 7 
21. I trv to sell a customer all I can convince him to buv, even if I think it is 1 2 3 4 5 6 7 
not wise for him to buy. 
22. I spend more time trying to persuade a customer to buy than I do trying 1 2 3 4 5 6 7 
to discover his needs. . 
23. I pretend to agree with customers to please them. 1 2 3 4 5 6 7 
24. I begin the sales talk for a product before exploring a customer's needs 1 2 3 4 5 6 7 
with him. 
Par t B 
1. Your Sex? M F 
2. Number of years of your selling experience of computers: years. 
3. The average proportion of your^ income which is commission is %. 
4. Your Company is based in US British Japanese Taiwanese Hong Kong 
Others (please specify) . 
5. Have you received any provide formal sales training? Yes No 
END of Questionnaire. Thank you for your cooperation! 
,� / - , . , f .J � 
...u V' (、.‘_•-• 
The C'liincse University of" lloii^ Koiii; 
2 War MHA rroj^raniiiies 
Business Rcsenrcli Project 
Survey on Customer Perception ol' Computer Salt'speople oi' Hunt： Konti 
This is a research regarding the application of market ing concept by computer salesmen in Hong Kong. To mccl 
our objcclivc, it is valuable lo have your impressions on computer salespeople with whom you contact by filling 
in ihe following questionnaire. All information obtained would be for research purpose only and be kept in strict 
confidence. 
Part A 
The stalements below describe various ways a computer salesman might act with you as a customer (�h e word 
"customer " here means both customers and prospects.) For each statement please indicate ihe proport ion of ihc 
time the typical computer salesman act wiih you as described in the statement. Do this by circling one of the 
numbers from 1 to 7. The meanings of the numbers are: 
1-NEVER 
2-ALMOST NONE 
3-LESS THAN A HALF 
4-ABOUT HALF 





A salesman asks me a lot of questions. 1 2 3 4 5 6 7 
if you circled 6 above, you would indicate that a� y p i c a l computer salesman with whom you contact often asks 
you a lot of questions. / 
NEVER ALWAYS 
1. A salesman offers his company's product that is best suited to our needs. 1 2 3 4 5 6 7 
2. A salesman tries to influence me by information rather than by pressure. 1 2 3 4 5 6 7 
3. A salesman tries to find out what kind of product would be most helpful 1 2 3 4 5 6 7 
to me. 
4. A salesman tries to bring me with a problem together with a product that 1 2 3 4 5 6 7 
helps me solve that problem, � 
5. If a salesman is not sure a product is right for me, he will still apply 1 2 3 4 5 6 7 
pressure to get me to buy. 
6. A salesman tries to get me to discuss my needs with him. 1 2 3 4 5 6 7 
7. A good salesperson has to have the customer's best interest in mind. 1 2 3 4 5 6 7 
8. A salesman tries to sell as much as he can to f u l f i l l his targets ralhcr than 1 2 3 4 5 6 7 
to satisfy me. 
9. A salesman tries to look for weaknesses in my personality so he can use 1 2 3 4 5 6 7 
these weaknesses to pul pressure on me lo buy. 
10. A salesman tries to help customers achieve their goals. 1 2 3 4 5 6 7 
11. A salesman t r i e s � o give mc an accurate expectation o( what the product 1 2 3 4 5 6 7 
will do for me. 
12. A salesman decides, what products to offer on I he basis of what they can 1 2 3 4 5 6 7 
convince us to buy, not on the basis of what will satisfy us in the long run. 
13. A salesman exaggerates the performance of his products, to make them 1 2 3 4 5 6 7 
sound as good as possible. 
14. A salesman implies to me that something is beyond his control even when 1 2 3 4 5 6 7 
it is not. 
15. A salesman is willing to disagree with me in order to help me make a 1 2 3 4 5 6 7 
bet ter decision. 
16. A salesman tries to achieve his goals by satisfying customers. 1 2 3 4 5 6 7 
17. A salesman answers my questions about products as correctly as he can. 1 2 3 4 5 6 7 
18. A salesman bends the truth in describing a product to me. 1 2 3 4 5 6 7 
19. A salesman treats me as an enemy. 1 2 3 4 5 6 7 
20. A salesman tries to figure out what my needs are. 1 2 3 4 5 6 7 
21. A salesman tries to sell me all he can convincc mc to buy, even if he think 1 2 3 4 5 6 7 
it is not wise for me to buy. 
22. A salesman spends more time trying to persuade me to buy than trying to 1 2 3 4 5 6 7 
discover my needs. / 
23. A salesman pre tends to agree with me to please me. 1 2 3 4 5 6 7 
24. A salesman begins the sales talk for a product before exploring my needs. 1 2 3 4 5 6 7 
Par t B 
For the following questions please indicate your answer in the space provided. 
1. What is the nature of your business? 
Wholesaling Retailing 二 Manufacturing Others (please specify) 
2. How many computer salesmen do you frequently contact in a year? 
END of Questionnaire. Thank you for your cooperation! 
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APPENDIX 2 
REVISED QUESTIONNAIRE (ENGLISH VERSION) 
The Chinese IJiiivtrsity <“ 蛋“…}； Koiig 
2 Year MBA Pro^riiiiniies 
Biisiiii'ss Kescarcli Project 
‘ Su rvfy on CoiiiDiiter Salesin'ople of Honii Koni： 
We arc doing a research on altitudes of compiilcr salespeople in Hong Kong. In order lo meet our objcclivc, 
your kind cooperation in filling in the following is much appreciated! All collected information would be lor 
academic research purpose only and be treated in strict confidence. 
Part A 
The statements below describe various ways a compulcr salesman mighl act with customers (ihe word "cuslomcr" 
here means both customers and prospccls.) For each slatcmcnt please indicate the proport ion of the time you 
act with your customers as described in (he statement. Do this by circling one of the numbers from 1 lo 5. The 








I ask customers a lot of questions. 1 2 3 4 5 
if you circled 5 above, you would indicate that you always ask your customers a lot of questions. 
NEVER ALWAYS 
I. I offer my company's product that is best suited to I he customer's needs. 1 2 3 4 5 
2.1 try to find out what kind of product would be most helpful lo a customer. 1 2 3 4 5 
3. If I am not sure a product is right for a customer, I will still apply pressure 1 2 3 4 5 
to get him to buy. 
4. I try to gel customers to discuss their needs with inc. 1 2 3 4 5 
5. I try to sell as much as 1 can to fulfill my target rather than to satisfy a 1 2 3 4 5 
customer. 
I 
6. I try lo look for weaknesses in a customer's personality so I can use them 1 2 3 4 5 
to put pressure on him lo buy. 
7. I exaggerate the performance of my products, to make ihcm sound as 1 2 3 4 5 
good as possible. 
8. I am willing lo disagree with a customer in order lo help liim make a 1 2 3 4 5 
better decision. 
9. I try to achieve my goals by satisfying customers. 1 2 3 4 5 
10. I answer a customer's questions about products as corrcclly as 1 can. 1 2 3 4 5 
II . I pretend to agree with customers to please them. 1 2 3 4 5 
12. I begin I he sales talk for a product before exploring a ciislonicr's needs 1 2 3 4 5 
with him. 
Part B 
1. Your Sex? M F 
2. Number of years ol" your selling cxpcricncc of compiitcrs: years. 
3. The average proportion of your income which is commission is %. 
4. Your Company is based in US British Japanese Taiwanese Hong Kong 
Others (please specify) . 
5. Have you received any formal sales training? Yes No 
END of Questionnaire. Thank you for your cooperation! 
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10 -\ s.ilcsiiKiM . " 1 � \ � � � t i n iiiic-.siions .iIhuk pnuliu (s j s cm i i c (Iv a � U c c.in, 1 2 3 4 5 
11 A vak-sin.in prctciui、【(、ai-rcc with mc lo pic.isc nu . 1 2 3 4 5 
1 二. A、‘ ik、、m‘in he cms ihc、‘ilc、l.ilk tor a proJu^ l lvl。“. exploring my ncctls. 1 2 3 4 5 
Part B 
Kor I he following quuMhwi.、pic.isc iiulic.ilc \oiir .iiis\».cr m (he sp;KC provided. 
1. W h a l is the nature ol' ”、ur bu.sincss'.' 
Wholesaling RclailinL： ManuLicI urine Scr\icc w . ,, • . . —— -
O t h e r s ( p l c ; i s c S [ K c i l v ) 
二. \Vh�it kind of computers do you buy? 
.Main l ran ic 
Mini-computcrs Micro/Personal 
Computers Olhcrs 




REVISED QUESTIONNAIRE (CHINESE VERSION) 
二 • • / , 又、、t "1 〔，.厂… ((八…贅“ f. , A 、 
中文大工商货 F f i m 士研究報古 
FN^  rs/ rv rv 〜rv rv rv 〜r^ rv rv 〜rw rv r^ rv rs^  rv ’4 r-w 
香港電腦菜營業員意見m査 











例如••我問客人很多問題 1 2 3 4 
若你的答案是 " 4 "的話,則表示你間中舍問客人很多問題. 
從不 總是 
1 .我提供给.顿客的産品都是最切合(11： 1 2 P> 4 
2 •即使我不肯定我'公司的電腦m品是 Q 2 3 4 5 
否適合某一観客，我仍向他旋以壓 ^ 
力(足便他購買. 
3 .我會設法找出甚麼産品最能? 4助到 1 2 3 5 
顧客. I 
4 .薩會設法使客人和我一起商討他的 1 2 3 4 (S) 
需要• 
5.我竭盡所能推銷，為的是逹到銷售 1 2 (s) 4 5 
頷（ Q U O T A )而非為滿足顧客 . ^ 
5 •我會設法找出客人性格中的弱點可 1 2 3 4 广57 
使我能利周之以方便我的推銷. 
7.我以滿足顧客來速成我的目標. 1 2 3 4 5 
8 .我會_杰我腔産品的性能，盡量使 1 2 3 4 Oi) 
人覺才尋它fH完美無• 
9 .為了使客人可下一個較明智的決定 1 2 3「4) 5 
,我願意反對他的意見. Iz 
』1〇•未和客人一起探究他的需要之前， ⑦ 2 3 4 5 
我便閲始向他推介我的産品. 
1】• i i 収悅客人，我會假装同意他的 1 2 4 獨 
会有關産品的問題，我都會 1 2 @ 4 5 
第二部分 〜〜〜〜〜〜〜〜 
1 • 性 別 ： 男 女 
2.閣下推銷電腦或同類産品之經驗：一/j一（年） 
3.閣下之佣金約佔總收入百分之幾？ a/ 
4 . 5 赫 司 是 ： 美 S 运 一 英 資 一 一 
口 i 港資__aZ：— 其他（請注明 f 二二二一 













例如：推銷員會問我很多問题 從〒 2 3 4-纟I是 
A 撞 是 〃 4 〃 的 話 ， 則 表 示 你 接 觸 到 的 丨 T f m 會 問 客 
從不 她阜 
1 . 魏 S 歸 難 我 們 的 鹿 品 都 是 最 切 1 2 @ . ； 
^ • i 麗 i i i l 离 他 I S 综 識 i i — ^ — 
谱 S l l 設 法 _ 甚 _ 品 瑕 能 1 2 3 4. 5 
4 •翻g蓦諾顏他和我們-起赌 1 2 3 \ 5 
‘ • i i i l S ^ f H i ^ ^ M I ^ ^ 1 2 i 、 . B 
i ^ i M ^ f ^ i H i S S l i 1 - 3 a . 5 
7.报锁員以滿足顧客來達成他的月丨明 】 ‘ ） 3 '2' 
8 • • 义 I 騎 偶 ’ 游 I ； 运 ： 
] 0 .未和我們一起探究我們的點敗之前 （ 
很銷辑便丨�f]始向我們描介他fr^鹿 C 5 
1 I I S S I 繞 毳 人 • 愈 假 装 同 想 1 2 ( 3 4 5 
1 H 鬆 錢 S 器 嬰 度 品 的 丨 丨 彳 佳 1 ^ 4 5 






^ C m m m (mainframo) 
中彳堪腦（mi n 1 o o m F> u t G r ) “ 
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ASIAN COMPUTER DIRECTORY (SAMPLE) 
i I =°"ln$l3latjons 
W 
^ H .： ‘ EDP statt: 丨 Applications: Balch (jatn preparation Printon： 23 ‘ 
1 Programmer: 1 i Main memory size: 640 KB 丨 Terminals: 23 
-j Computer: Wang VS 65 ！ Word size: 16 bit j Other peripherals: 2 printer Ml JX 
^ H ‘ Deliver/year: 1906 Disk/diskette storage units: 2 ‘ i Operating system: MVP 2.5 
Status o( ownership: Leased Capacity: 31 4 MB ！•；'；) Value of all hardware: US$1.05.600 Tape drives: 2 丨 H O N G K O N G B U S I N E S S 
、 Applications: Accounting, statistics, inventory, Printers: 2 i C O M P U T E R S C O L T D 
： personnel/payroll, fixed assets, operation Terminals: 15 801 South Seas Centre. Tower II 75 Mody 
S ； " i scheduling Road. Tsimshatsui East. Kowloon, Honq 
Main memory size: 1 MB ‘ Computer: 10 IBM PC, DEC Rainbow, Wang Konq 
S H Word size: 32 bit ！ PC Tel: (3) 688108 
-. Disk/diskette storage units: 2 fixed disk, remov- Delivery year: 1985, 1986 Telex- 45035 SSICL 
B l i 丨 able disk. 8" floppy disH Status of ownership： Purchased Business: Computer system vendor 
‘ Capacity: 371 MB | Applications: Word processing, , graohics, Person in charge: Mr John Siu 
Printers: Band 285 Ipm, matrix 120 cps spreadsheets, data base, Chinese pro- Title: Managing Director 
'' Terminals: 5 | cessing Computer: DEC VAX 11/730. POP 1 1/44 PDP 
‘ other peripherals: 2 Wang pC, matrix printer Applications software: Lotus 1-2-3, Frame- 11/24. Mentor 3000, Mentor 4000 Mpntor 
^ ^ • f Operating system: VS 06.40 work, Mullimate, VTERM. dBase III, Word, 2533. 2 Plessey 11/23. 3 Rainbow 100 2 
. Applications software: GL (MMS) Chart, Windows PrcJfessional 350 
I Delivery year: 1983, 1982, 1981, 1983 
S ' i - H O N G K O N G A N D C H I N A G A S Applications： System development and sup-
麗 ： 〜 1 C O L T D I H O N G K O N G B A P T I S T C O L L E G E port, accounting 
a ： ' ‘ 23rd Floor. Leigh 丨 on 丨 Centre. Leighton 224 Waterloo Road, Kowioon, Hong Kong Ma.n memofY size: 1 MB, 256 KB. 512 KB, 2 x 
M Road. Hong Kong 丨 Tei: (3) 374161 n. t " ‘ . „ 
： Tel- (5) 8910433 丨 Person in charge: Mr Kevin K.K. Fong Disk/diskette storage units: R80. 6 RK06, 6 
: Telex- 86086 GASCO HX Title: Director of Computer Centre ^ RK06. 3 RL02. Pnam 3450 and 6650 
m BusSss； MfwNliam C r L L EDP staff: C a P = y 。 2 1 MB. 80 MB. 80 MB. 30 MB. 30 
^•； Title- DP Manaqer Manager: 1 MB. 60 MB 
^ • ‘； ‘ ^oP staff: I Svstems analyst: 1 丁叩e drives: TS11, TU58. Cipher Micro-
^ H , Manaaers- 3 i Programmers: 3 streamer 
S：. ' ’ Systems analysts" 5 I Computer: Dafapoint 5500 Printers: 2 U\120. UM 00. TI810. MX100, MX80, 
• • Programmers. 10 ； Delivery year: 1977 « | Anadex 丨 
: Computer: 2 DEC VAX 11/780. VAX 8600 Status of ownership: Purchased : Terminals: )。CIT100 2 vmoo , VT^25, 5View-
. Delivery year: 1983 1986. Applications: Teaching research, management 。po in t , Viewpoint 90 
fl . Status of ownership: Purchased information, student subject registration. s j^em. VMS. Mumps. RSX-11M/ 
i Value of all hardware: US$3,200.000 grade record, cumulative record and trans- ‘。八+’ Pick. CP/M-80/86, MS-
. Applications: Towngas billing, job entry, cript, library periodical, student financial in- 。。5 j 
‘ costing, distribution job worksheet, person- formation, payroll, provident fund scheme. H O N G K O N G C A D - C A M 
丨:‘ nel, general ledger’ budgeting, payroll, tuition and deposit, inventory S E R V I C E S L T D 
• . 丨 stock, heater and appliance statistics. Main memory size: 64 KB o p n Rov 1 n ^ q ^r^。. 
service order entry, customer address Disk/diskette storage units: Datapoint 9374 Teh 81^53108 
m - M a = : o r y size: 34 MB ’ 503. S S n a ' s v s l e m ' ^ A ^ M S 
flj j Word size: 32 bit Terminals: 2 Datapoint 3600 VDU Operating system. VAX/VMS 
' Disk/diskette storage units: 16 DEC RA81 Other peripherals: Datapoint card reader H O N G K O N G C A R P E T 
SV： ？Pac丨ty: 7.3 GB , Operating system: DOS.D M A N U F A C T U R E R L T D 
Tape drives: 2 DEC TA78, DEC TE16 ” 口 一 , . -r m ： Printers: 2 DEC LP27. 12001pm Computer: IBM 1130 ^ ^ 二。 I t n n k。二『 
H other peripherals: 2 DEC HSC50. DEC SC008, Delivery year: 1972 S ^ ^ 
S ' Micom 600 port selector Status of ownership: Purchased t p p wy 
• ； Leased circuits: 33.、 Applications: Teaching, research, manage- , . . 
Remote terminals:'290 VDUs, 54 printers ment information, admission, teaching p . . j MfA f^H . 
V , Dial up data circuits: 3 x 300 bps evaluation ； 二 = = ? 「 。 二 C. Szeto 
9 . Operating system: VAX/VMS cluster Main memory size: 16KB 二^F^n^naal Controller 
Applications software: VAX-11 Basic, Cobol Disk/diskette storage units: IBM 2310 disk stor- J • , 
. f r : FMS age device ^anager: 1 
Capacity 1 MB Systems analysts/programmers: 2 
9 ： Computer: DEC PDP 11/44 .. Printers:旧M 1132 ； , STv^t®•；;旧“；^?/^em/36. _ PC 
• ; Delivery year: 1982 Other peripherals; IBM 1442 card read punch Uel very year. 1984 
m - Status of ownership: Purchased Operating system: DM2 A n n ^ T r ^ Purchased 
m V a l u e of all hardware: US$150.000 叩 : 二 = a c c _ t : n g , order pro-
H i Applications: Gas distribution monitoring and H O N G K O N G B A P T I S T H O S P I T A L 二 丨 sales 
S ； . • . control , _ 222 Waterloo Road. Kowloon long, Kow- Main memory size: 256 KB 
M j ； Mam memory size: 256 KB loon, Hong Kong ； Word size- 16 bit 
• T l V ' T ^ ^ ^ T , ⑶ Tel:⑶ 374M1 Disk/diskette storage units: Hard disk 
! Disk/diskette storage units: 3 DEC RL02 Business; Hospital i Capacity 64 MB 
m \ Capacity: 31.2 MB Person ,n charge: Or Lam Shu Kee | Printers: Matrix, 240 Ipm 
m ； p - n t e ^ s ' l o E c Sv I fo PnP^^n-" " ' ' S^enntendent j Terminals: IBM 5291,6 Decision Data 
U . V ？ . . o i ^ n n . . Staff: ； Dial up data circu.ts: 300baiKl 
M 巧 【 m o n a l s : 4 ISC 8001 colour Manager: 1 ！ Operating system: IBM SSP 
S i: T J l l T Z T . P r ’ ？丨mic J T ^ 冗 Systems analyst: 1 Applications. software: IBM 5250 emulation, 
m . \eased c. cu.ts: 5 mams, 4 intermediates. 20 Programmer: 1 , asynchronous communications support 
• , i spurs (1200 baud) Computer: Wang 2200 MVPC | ^ ^ 
^ B Flemote terminal与:|21,Motorola,6809-based for Delivery year: 1983 H O N G K O N G C L U B D E L U X E 
S ‘ ！‘ control and data acquisition Status of ownership: Purchased ‘ 18 Salisburv Rnari Tcimchatc.i k-^v^i,.^^ 
• ： < Operating system: RSX 11M Value of all hardware: USI350.000 i Hong i S T ^simshatsu丨.Kowloon. 
^ H : Applications software: Process control system Applications: Inpatient healthcare, OPDpatient jgl: (3) 7210277 
• I record tracking, pharmacy, laboratory, Comouter: Data General 10/SP 20 30 
• Computer: Pertec XL40. Perlec 3215 treatment, billing • j . “ • 
M Delivery year: 1982. 1986 Main memory size: ？ MB 叩 nn 二 L t T，丨 f 丨已 9 , Status o( ownership: Purhcased Disk/diskette storage un.ts: 3 = . n L 二 丨丨st.-





CODING FORMAT FOR QUESTIONNAIRE ON SALESPEOPLE 
Variable Description 
Columns Question Number Variable Number/ Coding Specification 
1-12 Part A, 1-12 SOCO Score (V1) 1 = Almost Never 
2 二 Seldom 
3 = Sometimes 
4 二 Often 
5 = Almost Always 
13 Part B, 1 Sex (V2) 0 = Male 
1 = Female 
14 Part B, 2 Experience of — — . 
Selling Computers 
(V3) 
15 Part B, 3 Commission Paid 0 二 No Commission Paid 
(V4) 1 = Commission Paid 
16 Part B, 4 Base of Company 1 二 HK 
(V5) 2 = US 
3 = UK 
4 = Japan 
5 二 Other Countries 
17 Part B, 5 Sales Training 0 = No 
(V6) 1 二 Yes 
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APPENDIX 6 
CODING FORMAT FOR QUESTIONNAIRE ON CUSTOMERS 
Variable Description 
Columns Question Number Variable Number/ Coding Specification 
1-12 Part A, 1-12 SOCO Score (V1) 1 = Almost Never 
2 = Seldom 
3 = Sometimes 
4 = Often 
5 = Almost Always 
13 Part B, 1 Nature of 1 = Manufacturing 
Business (V2) 2 = Finance & Banking 
3 = Service 
4 二 Wholesaling/Retailing — 
5 = Professional 
14 Part 巳，2 Type of 1 = PC 
Computers (V3) 2 = PC & Mini 
3 = PC & Mainframe 
4 = Mini 
5 = Mini & Mainframe 
6 = Mainframe 
7 = Ail 




CALCULATION OF COEFFICIENT ALPHA 
According to Peter (1979), coefficient alpha can be used 
to determine the internal consistency of a measurement scale. 
As such it is applicable to determine the reliability of our 
modified SOCO scale with only 12 items as opposed to the original 
number of 24. 
Coefficient alpha is determined by the following formula: 
k -
- S a . 
k i=1 
a = ( 1 一 ) 
k - 1 k k k 
I： G^ + 2 Z Z O.. 
i=1 i > j 
The above calculation is facilitated by computing a 
covariance matrix for the scale items. The first step is to 
compute the sum of the item variance: 
12 
I： (71-2 = 11.82 
i=1 
The next step is to compute two times the sum of the 
covariance elements: 
12 12 
2 E E O.. = 2 (10.454) = 20.908 
i=1 j=1 
Alpha can then be determined as 0.70. 
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APPENDIX 8 
SPSS Statistical Analysis for Salespeople Data 
SPSS/PC+ The Statistical Package for IBM PC 3/28/90 
8.1 FREQUENCY DISTRIBUTION TABLES 
8.1A. SALESMEN SOCO SCORE 
-FREQUENCY DISTRIBUTION 
SCORE SOCO SCORE 
Count Midpoint 
1 30.5 I:\ 
0 32.0 . 
1 33.5 \\. 
3 35.0 \\\:\\\ 
4 36.5 \\\\\\:\\\ 
2 38.0 \\\\\ • -
5 39.5 W W W W W W . 
6 41.0 \\\\\\\\\\\\\\\ . 
10 42.5 \\\\\\\\\\\\\\\\\\\\:\\\\ 8 44.0 W W W W W W W W W W -
11 45.5 \\\\\\\\\\\\\\\\\\\\\:\\\\\ 4 47.0 W W W W W . 
9 48.5 \\\\\\\\\\\\\\\:\\\\\\ 
3 50.0 \\\\\\\ . 
7 51.5 \\\\\\\\:\\\\\\\\ 
1 53.0 \\ . 
3 54.5 \\\:\\\ 
+ I + I + I + I + I 
0 4 8 12 16 20 
Histogram Frequency 
SCORE SOCO SCORE 
Mean 44.462 Std Err .603 Median 44.000 
Std Dev 5.327 Skewness -.290 Range 25.000 
Sum 3468.000 
4 9 
8.IB SALESMEN FREQUENCY 
BY METHOD OF COMPENSATIOM 
COMPEN METHOD OF COMPENSATION 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
STRAIGHT SALARY 0 23 29.5 29.5 29.5 
COMMISSION & SALARY 1 55 70.5 70.5 100.0 
TOTAL 78 100.0 100.0 
8.1C SALESMEN FREQUEMCY 
BY COMPAMY BASE 
BASE COMPANY BASE 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
HK 1 38 48.7 48.7 48.7 
US 2 11 U . I 14.1 62.8 
UK 3 14 17.9 17.9 80.8 — . 
JAPAN 4 7 9.0 9.0 89.7 
OTHERS 5 8 10.3 10.3 100.0 
TOTAL 78 100.0 100.0 
8.ID SALESMEN FREQUENCY 
BY SALES TRAINING 
TRAIN SALES TRAINING 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
NOT TRAINED 0 42 53.8 53.8 53.8 
trained 1 36 46.2 46.2 100.0 
TOTAL 78 100.0 100.0 
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8.2 CROSSTABULATION 
8.ZA SALES TRAINING BY COMPANY BASE 
CrosstabuLation: TRAIN SALES TRAINING 
By BASE COMPANY BASE 
Count 1 1 
Row Pet HK US UK JAPAN THERS 
BASED> CoL Pet Row 
Tot Pet 1 2 3 4 5 Total 
TRAIN 
0 30 3 1 3 5 42 
NOT TRAINED 71.4 7.1 2.4 7.1 11.9 53.8 
78.9 27.3 7.1 42.9 62.5 
38.5 3.8 I 1.3 3.8 6.4 
1 8 8 13 A 3 36 
TRAINED 22.2 22.2 36.1 11.1 8.3 46.2 
21.1 72.7 92.9 57.1 37.5 
10.3 10.3 16.7 5.1 3.8 
I I I I I I 
Column 38 11 14 7 8 78 
Total 48.7 U.I 17.9 9.0 10.3 100.0 
Chi-Square D.F. Significance Min E.F. Cells with E.F.< 5 
25.62825 4 .0000 3.231 4 OF 10 ( 40.0%) 
8.2B METHOD OF COMPENSATION 
BY COMPANY BASE 
C厂osstabuLation: COMPEN METHOD OF COMPENSATION 
By BASE COMPANY BASE 
Count 
Row Pet HK US UK JAPAN OTHERS 
BASED> Col Pet Row 
Tot Pet 1 2 3 4 5 Total 
COMPEN 
0 12 3 6 2 23 
STRAIGHT SALARY 52.2 13.0 EMPTY 26.1 8.7 29.5 
31.6 27.3 CELL 85.7 25.0 
15.4 3.8 7.7 2.6 
1 26 8 14 1 6 55 
COMMISSION & SAL 47.3 14.5 25.5 1.8 10.9 70.5 
68.4 72.7 100.0 14.3 75.0 
33.3 10.3 17.9 1.3 7.7 ； 
Colum 38 11 14 7 8 78 
Total 48.7 14.1 17.9 9.0 10.3 100.0 
Chi-Square D.F. Significance Min E.F. Cells with E.F,< 5 
16.68152 4 .0022 2.064 5 OF 10 ( 50.0%) 
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8.2C SALES TRAINING BY COMPANY BASE 
(LOCAL VS FOREIGN) 
Crosstabulation: TRAIN SALES TRAINING 
By NEWBASE 
Count 1 
Row Pet LOCAL FOREIGN 
NEWBASED> Col Pet Row 
Tot Pet 1.00 2.00 Total 
TRAIN 
0 30 12 42 
NOT TRAINED 71.4 28.6 53.8 
78.9 30.0 
38.5 15.4 
1 8 28 36 




Column 38 40 78 
Total 48.7 51.3 100.0 
Chi-Square D.F. Significance Min E.F. CelIs with E.F.< 5 
16.86854 1 .0000 17.538 None 
18.78647 1 .0000 ( Before Yates Correction ) 
8.2D METHOD OF COMPENSATION BY COMPANY BASE 
(LOCAL VS FOREIGN) 
Crosstabulation: COMPEN METHOD OF COMPENSATION 
By NEWBASE 
Count I 1 1 
Row Pet LOCAL FOREIGN 
NEWBASED> Col Pet Row 
Tot Pet 1.00 2.00 Total 
COMPEN 
0 12 11 23 
STRAIGHT SALARY 52.2 47.8 29.5 
31.6 27.5 
15.4 14.1 
1 26 29 55 
COMMISSION & SAL 47.3 52.7 70.5 
68.4 72.5 
33.3 37.2 
Column 38 40 78 
Total 48.7 51.3 100.0 
Chi-Square D.F. Significance Min E.F. CelIs with E.F.< 5 
.02146 1 .8835 11.205 None 
.15594 1 .6929 ( Before Yates Correction) 
4 9 
8-3 ONEUAY AMOVA ON VARIABLES 
8.3A SALESHEN SOCO SCORE BY COHPAMY BASE 
Summaries of SCORE SOCO SCORE 
By levels of BASE COMPANY BASE 
Value Label Mean Std Dev Sum of Sq Cases 
1 HK 44.1842 4.7866 847.7105 38 
2 US 47.0000 3.4351 118.0000 11 
3 UK 42.3571 5.1829 349.2143 14 
4 JAPAN 48.8571 6.1489 226.8571 7 
5 OTHERS 42.1250 6.85AA 328.8750 8 
Within Groups Total 44.4615 5.0622 1870.6570 78 
Criterion Variable SCORE 
Analysis of Variance 
Sum of Mean 
Source Squares D.F. Square F Sig. 
Between Groups 314.7277 4 78.6819 3.0705 .0214 
Linearity 1.2122 1 1.2122 .0473 .8284 
Dev. from Linearity 313.5154 3 104.5051 4.0782 .0098 
R = -.0236 R Squared = .0006 
Within Groups 1870.6570 73 25.6254 
Eta = .3795 Eta Squared = .1440 
8.3B SALESMEN SOCO SCORE BY COMPANY BASE 
(LOCAL VS FOREIGN) 
Summaries of SCORE SOCO SCORE 
By levels of NEWBASE 
Value Label Mean Std Dev Sum of Sq Cases 
1.00 LOCAL 44.1842 4.7866 847.7105 38 
2.00 FOREIGN 44.7250 5.8441 1331.9750 40 
Within Groups Total 44.4615 5.3554 2179.6855 78 
Analysis of Variance 
Sum of Mean 
Source Squares D.F. Square F Sig. 
Between Groups 5.6991 1 5.6991 .1987 .6570 
Within Groups 2179.6855 76 28.6801 
Eta = .0511 Eta Squared = .0026 
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8.3C SALESMEN SOCO SCCtf^ E 
BY METHOD OF COHPENSATIOM 
Summaries of SCORE SOCO SCORE 
By levels of COMPEN METHOD OF COMPENSATION 
Value Label Mean Std Dev Sum of Sq Cases 
0 STRAIGHT SALARY 47.0000 4.6319 472.0000 23 
1 COMMISSION & SALARY 43.4000 5.2761 1503.2000 55 
Within Groups Total 44.4615 5.0980 1975.2000 78 
Criterion Variable SCORE 
Analysis of Variance 
Sum of Mean 
Source Squares D.F. Square F Sig. 
Between Groups 210.1846 1 210.18A6 8.0873 .0057 
With fewer than three groups, the relationship is linear 
Within Groups 1975.2000 76 25.9895 
Eta = .3101 Eta Squared = .0962 . 
8.30 SALESMEN SOCO SCORE BY 
SALES TRAINING 
Surmaries of SCORE SOCO SCORE 
By levels of TRAIN SALES TRAINING 
Value Label Mean Std Dev Sum of Sq Cases 
0 NOT TRAINED 44.1190 5.3883 1190.4048 42 
1 TRAINED 44.8611 5.3031 984.3056 36 
Within Groups Total A4.4615 5.3493 2174.7103、 78 
Criterion Variable SCORE 
Analysis of Variance 
Sum of Mean 
Source Squares D.F. Square F Sig. 
Between Groups 10.6743 1 10.6743 .3730 .5432 
Within Groups 2174.7103 76 28.6146 
Eta = .0699 Eta Squared = .0049 
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8.4 PAIRUISE TEST ON COMPAMY BASE 
ONEWAY 
Variable SCORE MEAN SOCO SCORES 
By Variable BASE COMPANY BASE 
Analysis of Variance 
Sum of Mean F F 
Source D.F. Squares Squares Ratio Prob. 
Between Groups 4 314.6380 78.6595 3.0682 .0215 
Within Groups 73 1871.4814 25.6367 
Total 77 2186.1194 
ONEWAY -
Standard Standard ‘ 
Group Count Mean Deviation Error 95 Pet Conf Int for Mean 
HK 38 44.1800 4.7900 .7770 42.6056 To 45.7544 
US 11 47.0000 3.4400 1.0372 44.6890 To 49.3110 
UK 14 42.3600 5.1800 1.38A4 39.3692 To 45.3508 
JAPAN 7 48.8600 6.1500 2.3245 43.1722 To 54.5478 
OTHRS 8 42.1300 6.8500 2.4218 36.4033 To 47.8567 
Total 78 44.4608 5.3283 .6033 43.2594 To 45.6621 
Fixed Effects Model 5.0633 .5733 43.3182 To 45.6034 
Random Effects Model 1.2406 41.016A To 47.9051 
Random Effects Model - Estimate of Between Component Variance 3.9295 
ONEWAY 
Tests for Homogeneity of Variances 
Cochrans C = Max. Variance/Sum(Variances) = .3206, P = .214 (Approx.) 
Bartlett-Box F : 1.123 • P = .344 
Maximum Variance / Minimum Variance 3.965 
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ONEWAY 
Variable SCORE MEAN SOCO SCORES 
By Variable BASE COMPANY BASE 
Multiple Range Test 
Scheffe Procedure 
Ranges for the .100 level -
4.02 4.02 4.02 4.02 
The ranges above are table ranges. 
The value actually compared with Mean(J)-Mean(I) is.. 
3.5803 * Range * Sqrt(1/N(I) + 1/N(J)) 
No two groups are significantly different at the .100 level 
I 
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8.5 ANOVA ON SOCO SCORES 
8.5A ANOVA OM SOCO SCORES -
SALES TRAINING BY COMPANY BASE 
* * * CELL MEANS * * * 
SCORE SOCO SCORE 
BY TRAIN SALES TRAINING 







( 45) ( 36) 
BASE 
1 2 3 4 5 
44.15 47.00 42.36 48.86 42.13 
( 41) ( 11) ( 14) ( 7) ( 8) 
BASE 
1 2 3 4 5 
TRAIN 
0 43.97 48.33 4A.00 44.67 42.00 
( 33) ( 3) ( 1) ( 3) ( 5) 
1 44.88 46.50 42.23 52.00 42.33 
( 8) ( 8) ( 13) ( A) ( 3) 
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* * * A N A L Y S I S O F V A R I A N C E * * * 
SCORE SOCO SCORE 
BY TRAIN SALES TRAINING 
BASE COMPANY BASE 
Sum of Mean Sign if 
Source of Variation Squares DF Square F of F 
Main Effects 329.440 5 65.888 2.590 .033 
TRAIN 13.632 1 13.632 .536 .467 
BASE 317.513 4 79.378 3.120 .020 
2-way Interactions 94.284 4 23.571 .927 .454 
TRAIN BASE 94.284 4 23.571 .927 .454 
Explained 423.724 9 47.080 1.851 .074 
Residual 1806.152 71 25.439 
Total 2229.877 80 27.873 
8.5B ANOVA ON SOCO SCORES -
METHOD OF COMPENSATION BY COMPANY BASE 
C E L L M E A N S 
SCORE SOCO SCORE 
BY COMPEN METHOD OF COMPENSATION 







( 24) ( 57) 
BASE 
1 2 3 4 5 
44.15 47.00 42.36 48.86 42.13 
( 41) ( 11) ( 14) ( 7) ( 8) 
BASE 
1 2 3 4 5 
COMPEN 
0 45.38 47.67 .00 50.83 46.00 
( 13) ( 3) ( 0) ( 6) ( 2) 
1 43.57 46.75 42.36 37.00 40.83 
( 28) ( 8) ( 14) ( 1) ( 6) 
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* * * A N A L Y S I S O F V A R I A N C E * * * 
SCORE SOCO SCORE 
BY COMPEN METHOD OF COMPENSATION 
BASE COMPANY BASE 
Sum of Mean Sign if 
Source of Variation Squares DF Square F of F 
Main Effects 421.767 5 84.353 3.617 .006 
COMPEN 105.958 1 105.958 4.544 .036 
BASE 182.039 4 45.510 1.952 .111 
2-way Interactions 129.128 3 43.0A3 1.846 .147 
COMPEN BASE 129.128 3 43.043 1.846 .147 
Explained 550.895 8 68.862 2.953 .007 
Residual 1678.982 72 23.319 
Total 2229.877 80 27.873 
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8.6 T-TEST: SALESMEN SCORES VS 
CUSTOMER SCORES 
Independent samples of CLASS 
t-test for: SCORE SOCO SCORE 
Number Standard Standard 
of Cases Mean Deviation Error 
Group 1 78 44.4615 5.327 .603 
Group 2 42 35.6905 5.154 .795 
I 1 1 
Pooled Variance Estimate Separate Variance Estimate 
F 2-Tai L t Degrees of 2-TaiI t Degrees of 2-Tai I 
Value Prob. Value Freedom Prob. Value Freedom Prob. 
1.07 .831 8.70 118 .000 8.79 86.51 .000 
I I I 
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APPENDIX 9 
STATISTICAL ANALYSIS FOR CUSTOMER DATA 
SPSS/PC+ The Statistical Package for IBM PC 
9.1 FREQUENCY DISTRIBUTION TABLES 
9.1A. CUSTOMER SOCO SCORE -
~ F R E Q U E N C Y DISTRIBUTION 
SCORE SOCO SCORE 
Count Midpoint 
1 20.5 3\\\\\ 
0 22.0 3. 
0 23.5 3 . 
1 25.0 3\\:\\ 
1 26.5 3\\\\: 
1 28.0 3\\\\\ . 
2 29.5 3\\\\\\\\\\ . 
2 31.0 3\\\\\\\\\\ . -
7 32.5 3\\\\\\\\\\\\\\\\\\\:\\\\\\\\\\\\\\\ 
2 34.0 3\\\\\\\\\\ . 
4 35.5 3\\\\\\\\\\\\\\\\\\\\ . 
2 37.0 3\\\\\\\\\\ . 
6 38.5 3 \ \ \ \ \ \ \ \ \ \ \ \ \ \ \ \ \ \ \ : W W W W W 
5 40.0 3\\\\\\\\\\\\\\\:\\\\\\\\\ 
5 41.5 3\\\\\\\\\\\:\\\\\\\\\\\\\ 
1 43.0 3\\\\\ . 
1 44.5 3\\\\: 
I + I + I + I + I + I 
0 2 4 6 8 10 
Histogram Frequency 
SCORE SOCO SCORE 
Mean 35.585 Std Err .817 Median 36.000 
Std Dev 5.230 Skewness -.675 Range 23.000 
Sum 1459.000 
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9-IB CUSTOMER FREQUENCY 
BY NATURE OF BUSINESS 
NATURE NATURE OF BUSINESS 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
MANU 1 8 19.5 19.5 19.5 
FIN 2 5 12.2 12.2 31.7 
SERV 3 14 34.1 34,1 65.9 
TRDG 4 8 19.5 19.5 85.4 
PROF 5 6 14.6 14.6 100.0 
TOTAL 41 100.0 100.0 
9.1C CUSTOMER FREQUENCY 
~ ~ B Y TYPE OF COMPUTER 
TYPE TYPE OF COMPUTER USING 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
PC 1 12 29.3 29.3 29.3 
MINI 2 6 14.6 14.6 43.9 
… PC & MINI . 3 13 31.7 31.7 75.6 ' 
MAIN 4 1 2.4 2.4 78.0 
PC & MAIN 5 5 12.2 12.2 90.2 
ALL 6 4 9.8 9.8 100.0 
TOTAL 41 100.0 100.0 
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9.2 Oneway ANOVA -
Customer SOCO Scores 
9.2A Customer SOCO Scores 
by Mature of Business 
Summaries of SCORE SOCO SCORE 
By levels of NATURE NATURE OF BUSINESS 
Value Label Mean Std Dev Sum of Sq Cases 
1 MANU 36.6250 5.6553 223.8750 8 
2 FIN 37.6000 1.6733 11.2000 5 
3 SERV 37.2143 4.7907 298.3571 14 
4 TRDG 32.8750 5.5662 216.8750 8 
5 PROF 32.3333 5.5737 155.3333 6 
Within Groups Total 35.5854 5.0156 905.6405 41 
Criterion Variable SCORE 
Analysis of Variance 
Sum of Mean 
Source Squares D.F. Square F Sig. 
Between Groups —188.3107 4 47.0777 1.8714 .1367 " 
Linearity 110.7829 1 110.7829 4.4037 .0429 
Dev. from Linearity 77.5278 3 25.8426 1.0273 .3920 
R = -.3182 R Squared = .1013 
Within Groups 905.6405 36 25.1567 
Eta = .4149 Eta Squared = .1721 
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9.2B Customer SOCO Scores 
by Type of Computer Using 
Summaries of SCORE SOCO SCORE 
By levels of TYPE TYPE OF COMPUTER USING 
Value Label Mean Std Dev Sum of Sq Cases 
1 PC 35.6667 3.4728 132.6667 12 
2 MINI 28.0000 4.1952 88.0000 6 
3 PC & MINI 35.9231 4.6808 262.9231 13 
4 MAIN 40.0000 .0000 .0000 1 
5 PC & MAIN 40.0000 2.7386 30.0000 5 
6 ALL 39.0000 4.8305 70.0000 4 
Within Groups Total 35.5854 4.0834 583.5897 41 
Criterion Variable SCORE 
Analysis of Variance 
Sum of Mean 
Source Squares D.F. Square F Sig. 
Between Groups 510.3615 5 102.0723 6.1216 .0004 
Linearity 161.3313 1 161.3313 9.6756 .0037 
Dev. from Linearity 349.0302 4 87.2576 5.2332 .0021 
R = .3840 R Squared = .1475 
Within Groups 583.5897 35 16.6740 
Eta = .6830 Eta Squared = .4665 
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9.3 Oneway ANOVA - Pairwise Test 
ONEWAY 
Variable SCORE MEAN SOCO SCORES 
By Variable TYPE TYPE OF COMPUTERS 
Analysis of Variance 
Sum of Mean F F 
Source D.F. Squares Squares Ratio Prob. 
Between Groups 5 510.3617 102.0723 6.1217 .0004 
Within Groups 35 583.5818 16.6738 
Total 40 1093.9436 
ONEWAY 
Standard Standard ‘ 
Group Count Mean Deviation Error 95 Pet Conf Int for Mean ‘ 
PC 12 35.6667 3.4728 1.0025 33.4602 To 37.8732 
MINI 6 28.0000 4.1952 1.7127 23.5975 To 32.4025 
PC & MIN 13 35.9231 4.6808 1.2982 33.0945 To 38.7517 
MAIN 1 40.0000 
PC & MAI 5 40.0000 2.7386 1.2247 36.5996 To 43.4004 
ALL 4 39.0000 4.8305 2.4153 31.3137 To 46.6863 
Total 41 35.5854 5.2296 .8167 33.9347 To 37.2360 
Fixed Effects Model 4.0834 .6377 34.2908 To 36.8800 
Random Effects Model 1.8877 30.7330 To 40.4377 
Random Effects Model - Estimate of Between Component Variance 13.5711 
ONEWAY 
Tests for Homogeneity of Variances 
Cochrans C = Max. Variance/SunKVariances) = .2832, P = .912 (Approx.) 
Bartlett-Box F = .518 , P = .722 
Maximum Variance / Minimum Variance 3.111 
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ONEWAY --
Variable SCORE MEAN SOCO SCORES 
By Variable TYPE TYPE OF COMPUTERS 
Multiple Range Test 
Scheffe Procedure 
Ranges for the .100 level -
A.49 4.49 4.49 4.49 4.A9 
The ranges above are table ranges. 
The value actually compared with Mean(J)-Mean(I) is.. 
2.8874 * Range • Sqrt(1/N(I) + 1/N(J)) 
(*) Denotes pairs of groups significantly different at the .100 level 
O N E W A Y 
Variable SCORE MEAN SOCO SCORES 
M P P A M P 
I C C L A C 
N L I 







35.6667 PC * 
35.9231 PC & MINI * 
39.0000 ALL * 
40.0000 MAIN 
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